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EXPEDIA GOES TO DEUTSCH 

Online travel service Expedia, which will soon be spun off from Microsoft, has 
moved away from Microsoft's lead agency, McCann-Erickson Worldwide, and 
selected Deutsch/L.A., Marina Del Rey, Calif., for its $25 million account, 
sources said last week. 

Deutsch beat out incumbent McCann-Erickson Worldwide, Seattle; Young & 
Rubicam, S.F.; and Berlin, Cameron & Partners, N.Y. 

Expedia director of marketing Erik Blachford declined to comment on whether 
Microsoft had selected Deutsch, but said the next campaign from Expedia will 
likely use "more traditional media" than past, primarily Web-based efforts. 

Microsoft launched the service in November 1996 with a $2 million campaign 
via Anderson & Lembke, S.F., with the budget split 50-50 between the Web 
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and print. Those ads touted free vacation offers, courtesy of Expedia, 
Doubletree Hotels and National Car Rental. 

In March, Expedia expanded its cross-marketing when it began offering fixed, 
direct links from its site to Hyatt Hotels' home page and Travelscope.com, an 
online travel wholesaler. 

Expedia ads have employed several taglines, most recently, "The Right Trip at 
the Right Price," but there "hasn't been a concerted push" for one message, 
Blachford said. 

Microsoft expects to raise $75 million in an upcoming IPO for Expedia. 
Microsoft will remain the majority owner, but Expedia will be a separate 
company. 



By Andrew McMains and Todd Wasserman 
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WEB STRATEGY BEARS LITTLE FRUIT FOR START UP 

A fledgling Web-based investment advisory firm has received disappointing 
results from its first Web advertising push. Bristol Investment Advisors has 
registered with about 40 search engines but has only generated five leads 
since launching its Web site ( www.bristol-ia.com ) in December, according to 
Bruce Humphrey, president and principal. Bristol, which is located in Chicago, 
is revamping its strategy, pursuing an ad campaign that includes a 15,000 
piece direct-mail campaign to the discount brokerage customers of its clearing 
firm, JB Oxford & Co., he notes. 

Bristol has a cross-marketing arrangement with Oxford. Bristol's site visitors 
are referred to Oxford for discount brokerage services, and Bristol receives a 
referral fee, Humphrey says. Oxford's site ( www. i boxford.com ) also includes a 
link to Bristol's site, he adds. 

Other marketing plans include buying lists from e-mail service providers and 
sending postcards to potential customers, Humphrey says. A 500-piece per 
month campaign will start in the fall. Humphrey hopes customers will respond 
to that campaign because of typical market fluctuations between September 
and November that usually spur an interest in investments, he explains. A 
similar direct-mail campaign is being mapped out for tax season between 
January and April, he adds. Bristol is also exploring opportunities to place 



http://web.ebscohostxom/ehost/delivery?vid=19&hid=17&sid=09b8728f-37 9/13/2007 



EBSCOhost 



Page 2 of 2 



banner ads on various financial Web sites. Humphrey expects to generate 
between 300 and 500 leads and open between 100 and 200 accounts from the 
marketing push. Long-term goals are to have 1,000 accounts by 1999, he 
adds. 

The business launched in December because the firm thought it could take 
advantage of the Web's popularity and the efficient, timely and cost-effective 
qualities a Net business offers, Humphrey says. The firm plans to run its 
business electronically, and already posts its recommendations and 
newsletters on its Web site, he adds. Bristoj is marketing to individual mutual 
fund investors, he adds. He declined to specify a marketing budget. Before the 
end of the year, Bristol will add dynamic updates of intraday data for major 
mutual fund indices, Humphrey says. The firm is not doing this sooner 
because it does not have the financial and employee resources to invest, he 
adds. 
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